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« Takeaway 2: Safety and loyalty programs are issues for hotel alternatives available to travelers have

- Takeaway 3: Branding is important . .
y gisimp become a juggernaut in the

travel industry. Younger,
experience-minded travelers
jumped on early, and remain
strongest supporters. While
hotel alternatives are
attractive to young travelers
and grown-up early adopters,
they have to start filling the
gaps in satisfaction to prevent
their fans from aging out of
alternatives."
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Figure 34: TURF analysis — decision factors for choosing hotel
alternatives, April 2019

Leery Lodgers want to be close to the action

Figure 35: Proximity factors in choosing hotel alternatives, by
segment, April 2019

HOTEL ALTERNATIVE LOYALTY PROGRAMS

Preferred FTP features

Figure 36: TURF analysis — Hotel alternative loyalty programes,
April 2019

Hotel alternative FTPs don’t need to be unique

Figure 37: Desired features of hotel alternative loyalty
programs, by experience with alternatives, April 2019
Parents are more interested in perks

Figure 38: Desired features of hotel alternative loyalty

programs, by parental status, April 2019

ATTITUDES TOWARD HOTEL ALTERNATIVES

Hotel alternatives are preferred by parents, younger
travelers

Figure 39: Hotel alternative preference, by age group and
parental status, April 2019

Alternative guests are more complacent about hotels
Figure 40: Attitudes of lodging as simple quarters, April 2019
Hotels are seen as more responsive

Figure 41: Attitudes toward service, April 2019

Alternative guests value (but don't seek) their hosts’
expertise

Figure 42: Attitudes toward host value, April 2019
Alternatives have ease of navigation, some level of
trustworthiness

Figure 43: Attitudes toward hotel alternative infrastructure,
April 2019

More digitally savvy travelers have the most concerns about
contact

Figure 44: Concerns about online communication, by age

group, April 2019
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